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A Survey of Student Attitudes Toward Advertising 


What does a predominantly adult college student body 
think about advertising? Is it newspaper advertising that 
appeals to them more than radio or television advertis- 
ing? What are their uttitudes towards government con- 
trols over advertising? Does advertising encourage peo- 
ple to want things? These and many other statements 
were asked of a representative sample of Atlanta Divi- 
sion, University of Georgia students during a recent sur- 
vey suggested by the Better Business Bureau of Atlante 
and directed by the Division of Research of the School 
of Business Administration with the cooperation of Pro- 
fessor John P. Gill’s class in Elementary Economic Sta- 
tistics. 

The questionnaire contained generalized statements, 
and readers are cautioned to interpret the results with 
this in mind. 

The student body sampled is predominantly adult and 
represents a good cross section of the intelligent con- 
sumer in the Atlanta area. The analysis is based on a 65 
per cent response to a 10 per cent random sample of stu- 
dents. It is felt that the percentage of responses is satis- 
factory inasmuch as a follow-up canvas of nonrespond- 
ents (equal in number to approximately 25 per cent of 
the nonrespondents after the initial cut-off in which 57 
per cent of the replies were analyzed) resulted in re- 
sponses practically identical with those analyzed at a 
stated cut-off date. 

The student body was quite overwhelming in senti- 
ment on the following issues: 

A. The consumer usually gets better value for his 
money in unadvertised brands of products than in 
advertised brands—76 per cent disagreed. 

B. Present-day advertising is desirable because it en- 
courages people to want things—74 per cent agreed. 

. It is all right for manufacturers to use advertise 
ments that need to be taken with a grain of salt— 
74.7 per cent disagreed. 


D. Widely advertised products usually prove disap- 
pointing to the people who buy them—S80 per cent 
disagreed. 

. The general attitude toward magazine advertising 
is one of approval or liking—79.4 per cent approve 
or like this form of advertising. 

. The general attitude toward newspaper advertising 
is one of approval or liking—76.9 per cent approve 
or like this form of advertising. 

On other issues the responses were more moderate, 
and in some cases very mixed. For example, only 32.2 
per cent liked radio advertising in general, whereas 38.6 
per cent were irritated by or disapproved of this form 
of advertising in general. 

A slightly larger group—52.9 per cent—approved or 
liked television advertising in general, but 33.5 per cent 
were irritated by or disapproved of this form of advertis- 
ing in general. 

Approximately 34.9 per cent of the student body does 
not care for mail advertising, yet 41.3 per cent are indif- 
ferent to this form of advertising. 

The responses to other questions bear an air of mixed 
feelings as can be seen in the accompanying tables. 

What control should government exercise over adver- 
tising? Only 3.2 per cent of the responses to this question 
favored no government control. Although 46.6 per cent 
expressed the desire that government step in only in 
case of clear-cut dishonesty or fraud, 23.5 per cent of the 
respondents favored government censorship of advertis- 
ing, and half of these went all out for rigid control by 
government. 

This small group favoring rigid control poses a very 
vital problem before business in general. Businessmen 
should ask themselves the question, “Why does anyone 
desire rigid government control or censorship over ad- 
vertising?” 


(Continued on page 3) 
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TABLE I 
STUDENT ATTITUDES TOWARD ADVERTISING* 


Percentage Analysis of Responses** 


1 2 Un- 4 5 
Total Strongly Agree 1&2 £certain DisagreeStrongly 4&5 
Statement % Agree % % % % Disagree % 
%o % 


The consumcr usually gets better value 
for his money in unadvertised brands of 
products than in advertised brands...... 100.0 2.5 12.0 14.5 9.5 54.9 21.1 76.0 
2. Prescnt-day advertising is desirable be- 

cause it encourages — to want 
things oe bie ee 100.0 21.1 52.9 74.0 fe 
Manufacturers pomony sell their ‘eaten 
for less if they did not spend so much on 
eavertisimg 3... 2.605% Side tack cen mre 7.3 28.6 35.9 10.2 41.2 12.7 53.9 
4. The advertising that is done by retail 

stores generally — consumers to buy 

CNY. keh cere kaae dans ieeaetes - 100.0 8. 
5. The advertising that is pane by aemtinn. 

turers generally helps consumers to buy 

wisely PY tee rane - 100.0 6.2 51.7 57.9 19.0 21.9 1.2 23.1 
6. The only real pasattbentien for aieentie- 

ing is to give product information; ad- 

vertising should not seek to induce or 

persuade people to buy products........ 100.0 16.0 26.6 42.6 5.7 41.4 10.3 51.7 
7. It is all right for manufacturers to use 

advertisements that need to be taken 

With & #7Ain Of GOR. «24. . 6ssdssswcs . 100.0 0.9 qa 8.6 16.7 44.4 30.3 74.7 
8. Widely advertised products usually prove 

disappointing to the people who od 

RE rt ee eee ee 100.0 eI 6.7 8.8 11.2 64.2 15.8 80.0 
9. Manufacturers’ advertisements should he 
replaced by impartial statements pub- 
lished by the government or some other 
organization established to examine and 
test products Md d: denis eas onic aie 100.0 9.9 20.2 30.1 14.8 36.6 18.5 55.1 
The products of nineties usually live 
up to the promises of quality and per- 
formance made in their advertisements... 100.0 2.5 49.0 51.5 16.2 25.7 6.6 32.3 
Sce footnotes following Table III. 
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10. 


TABLE II 
ATTITUDE TOWARD ADVERTISING MEDIA* 


Percentage Analysis of Responses** 


Total Approval Unconcern _ Irritation 
Statement Vo or Liking Indifference Disapproval 

% % % 

1. I» general my attitude toward billboard advertising is one of.... 100.0 46.0 35.9 18.1 

2. In general my attitude toward magazine advertising is one of.... 100.0 79.4 7 2.9 
3. In general my attitude toward the eeaneesin in radio programs 

fs One. Of i... SR Sate oe, an aes 100.0 32.2 29.2 38.6 

4. In general my attitude mend | newspaper advertising is one of.. 100.0 76.9 19.6 3.5 

5. In general my attitude toward mail advertisements is one of.... 100.0 23.8 41.3 34.9 

6. In general my attitude toward T-V advertising is one of......... 100.0 52.9 13.6 33.5 


See footnotes following Table III. 
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TABLE III 
ATTITUDE TOWARD GOVERNMENT CONTROL* 


Percentage Analysis of Responses** 


The Government should exercise the following degree of control over advertising: % 
a. Rigid Control: Establish a special board to censor al! advertisements before pub- 

lication to prevent GjecliGRAVle AAVEFUIGINS. .oooii5. cock 5 eo.oe 0 66.086 eds swansea at.a 
b. Strict Control: Establish a special board to censor all advertisements after — 

cation to stop further use of material judged objectionable............ 12.4 
c. Moderate Control: Leave to the regular law enforcement officers the sack. of inves 

tigating and stopping objectionable advertising which they observe or which is 

SOE TEI I as cryiaicee. x aacbiv ests seis acoso wines ene eRe. ae SSS Cielse aie ‘ 26.7 
d. Minimum Control: Permit interference with advertising only in case of dieiie -cut 

GI GS a6 oceans 5-5 Sim do GA ards oN eS ele aN dpe: sue sonic ce aie 46.6 
e. No governmental control: Leave enue of advertising stile in ‘Snide of the 

MIN iii S04 6 Be Ae Pisces CREE OD EOE < TEE Beet ance eat TLS 3.2 

TOTAL 100.00 


*Based on 65 per cent response to a 10 per cent random sample of the student body of the Atlanta Division, Univer- 
sity of Georgia. All questions with the exception of Statement Number 6, Table II were taken from Neil H. Bor- 
den’s l'he Economic Effects of Advertising, Richard D. Irwin, Inc., 1947, pp. 960-961, through the courtesy of Rich- 
ard D. Irwin, Ince. 


**Maximum errors due to random sampling are estimated at approximately 5 percentage points. 











